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Abstract. A product is different when it is not directly interchangeable with another product of the 
same kind launched by another competitor. In his view, the consumer attaches its high utility. Product 
differentiation may be physical food, based on their organoleptic qualities differentiation. When given 
a particular utility consumer product it recognizes as its name, one can say that it has a brand. Brand is 
a name, symbol, drawing, a term or a combination thereof, designed to help identify a firm producing 
goods and services and to distinguish from those of competitors. Implementing a strong brand is 
achieved through a process of continuous and consistent communication with the market, the brand 
often becomes the most important value that a company holds, picture her reputation. The brand is a 
unique symbol identifying and differentiating origin of products from each other. But the brand is a 
promise of quality. 
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Introduction. The purpose and the objective of promoting food products are 
increasing sales and consumer confidence: increased market position, creating a positive 
image of the product, creating a favourable climate for future sales, market education and 
information. Brand is a name, symbol, drawing, a term or a combination thereof, designed to 
help identify a firm producing goods and services and to distinguish from those of 
competitors.  Promotion of agricultural products should be based on the intrinsic qualities of 
those products or their characteristics and origin of reference to be secondary to the main 
message.  
Aims and objectives. The presented work aims to analyze what is the influence of 
agricultural products under the brand on the Romanian market. 
Materials and methods. The brand is a unique symbol identifying and 
differentiating origin of products from each other. But the brand is a promise of quality. 
Consumers trust the producers behind the brand. Pleasant experience they had with certain 
brands lead consumers to develop preferences and show a certain emotional attachment to the 
brand. To make a suggestive comparison, the brand is like an oasis in the desert: a view from 
afar that is different from everything around, you know that you also offer pleasant 
experiences in the past and that you enjoy out of the way again for being sure he remained the 
same great place. 
Insisting on this term - make / brand - we can say that brand is a perception created 
in the minds of consumers, which gives some values of the product. With the brand, the 
consumer can identify the manufacturer, distributor, quality and product novelty. American 
Marketing Association defines brand as "A brand is a name, term, symbol, a drawing or a 
combination thereof, with the purpose of identifying goods or services of a seller or group of 
sellers and distinguish those goods or services from those of competitors." 
There are four strategies to choose the brand name (Bratianu, 2006): 
• Choice of individual names - each product gets a proper name, which completely 
distinguishes it from other products of that company, in case of failure of the product, the 
brand would suffer; 
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• The choice of name, but separate classes of production; 
• The framework chosen family name and the brand's advertising costs are greatly reduced; 
• Choosing a combination consisting of company name and that of the product. 
Results and discussion. Presentation of the main brands are (Balaure, 2002): 
acronyms (abbreviations which shall act by an ordinary word, for example IAC - Integrated 
Agro-Industrial Curtici), logos (graphic representation of a brand, eg Nesquick bunny), 
signature mark (acting as umbrella covering and product, eg Nestle, Lipton), icons (drawings 
expressing a single idea or image effect one word - euro-leaf organic products), seals 
(ancestor trademark used in ancient times to sign or make a product). Top consumer 
preferences in Romania, according to the product category, are held as follows: 
Tab. 1 
The consumer preferences in Romania 
The product/taken place in 
consumer preferences 
Food Soft drinks Alcoholic beverages Sweets 
1 La Dorna Timișoreana Borsec Poiana 
2 Napolact Murfatlar Dorna Kandia 
3 Pate Sibiu Cotnari Izvorul Minunilor Primola 
4 Cris-Tim Ursus Perla Harghitei Rom 
5 Zuzu Bergenbier Frutti Fresh Eugenia 
Sursa: Adaptat după Barliga Gabriel (2012)  
Dissemination manufacturer and distributor marks causes competition between them, 
element by which the differentiation - materialized by choosing a product - being the price. 
This competition leads to lower safety margin resulting in lower profit level distributors. 
Distributors used in practice following brands: private label products "flagship" generic and 
brand products company (Pânzaru, 2010). 
Among its other features, brand image is to shape the product by communicating 
emotions. Even when competitors are similar offerings, customers may perceive a difference 
based on image of certain company or trademarks. The image of a business or trademarks 
should convey a unique message distinctly to communicate the key benefits and market 
position of the product. To get a consistent and distinct demands creativity and hard work a 
company cannot impose its own image in the public mind at once, using only a few ads.  
Agricultural and food products represent the best evidence of a common agricultural 
policy oriented quality. Strengths of European agricultural products that meet rigorous 
standards in environmental, food safety and animal welfare and European eating habits must 
be known and recognized by consumers in Europe and third countries. 
Conclusion. There are many ways you can promote agricultural products and brands, 
choosing their own combination depending on the target segments, the specific supply / 
activity and budget. Message conveyed by the brand must be based on the intrinsic qualities 
of the goods or their characteristics. The success of agriculture will depend on its ability to 
increase market share and enable highly competitive sector of the food industry to maintain an 
important position in the EU economy and trade. 
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